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INTRODUCTION 
The retail florist is governed by the Oklahoma Insect Pest and Plant 
Disease Law (2) which provides for inspection of plant materials in order 
to control and prevent sale of plants which contain pests and diseases. 
The statute requires that persons dealing in the sale or distribution 
of "nursery stock", which by terminology includes herbaceous plants, deco-
rative plants, flowering plants, bedding plants, flowers or blossoms, and 
.other florists' stock» shall purchase either a Dealer's License Certificate, 
a Certificate of Inspection» or a Special Nursery Inspection Certificate. 
Any dealer not growing at least twenty-five percent of the plants 
which make up his gross sales who engages in the sale or distribution of 
"nursery stock" shall first secure a Dealer's License Certificate from the 
State Board of Agriculture a.uthorizing transaction of business. Over 
seventy-five percent of Oklahoma's retail florists are in this category. 
Any individual or firm which grows more than twenty-five percent of 
the 11nursery stock" which makes up their gross sales must apply for a 
Certificate of Inspection. An .authorized a.gent shall then make an in-
spection of his "nursery;1 which according to the law includes any field, 
ground 9 greenhouse 9 bin» pit 9 plot or premise where nursery or floral 
stock is grown, propagated, ~r sold, and shall issue to the person in 
ch~rge of the "nursery11 a full and complete report of his findings in the 
course of the inspection. Ihe agent shall then report to the State Board 
and if the results of the report comply with the law a Certificate of 
Inspection is issued. 
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To qualify for a Special Inspection Certificate, the nursery stock 
must be produced incidental to gardening or farming operations, the 
grower must not be regularly engaged in the nursery business such as 
buying nursery stock for resale, the nursery stock must not be advertised 
for sale, and grosq sales from the nursery stock must not exceed one 
hundred ($100.00) during the license year. 
According to the Oklahoma State Board of Agriculture there are over 
400 retail flower shops in Oklahoma. In 1962, three hundred seven (307) 
of these shops bought the Dealer's License Certificate . The remainder 
of the florists bought either the Inspection Certificate or the Special 
Inspection Certificate. During the period that 307 flower shops bought 
the Dealer's License, 747 retail stores such as variety and grocery stores 
did the same. No distinction relative to licensing is made between a 
retail florist and other stores retailing plants and flowers. 
Many problems are involved in conducting a successful florist busi-
ness. The Oklahoma State Florists' Association, Inc. recognized a need 
to initiate business studies t o help improve the retail florist business 
in Oklahoma . With the state association's support the Oklahoma State 
University Department of Horticulture and Department of Agricultural 
Economics consented to undertake a survey study of retail florist busi-
nesses in this state. 
The work reported herein represents an initial industry study of 
retail florist establ ishments in Oklahoma relative to amount of sales, 
size of business, and methods of management used in the operation of 
these businesses . 
The objectives of the study were to provide an analysis of: 
(1) a broad, general description of the nature of the florist 
industry in Oklahoma, 
(2) business management practices followed by Oklahoma retail 
florists, and 
(3) special problems of Oklahoma retail florists which might be 
more intensively studied in the future. 
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REVIEW OF LITERATURE 
According to Fossum (19), there were approximately 12,000 establish-
ments in the United States engaged in commercial production of flower 
crops in both 1949 and 1959. During this 10-year interval, the whole-
sale value increased from $200 million to $300 million. 
In general, prices per unit, dozen, or bunch underwent little change. 
Consequently, the 50 percent increase in wholesale value of the crops was 
largely due to increased production. 
During this same period that portion of retail floriculture covered 
by the business census underwent an increase of 30 percent in respect 
to the number of establishments and 70 percent in relation to the value 
of sales. 
Fossum concluded by stating that the decade of the 1950's found the 
following related business or economic factors undergoing an increase of 
about 50 percent: (1) industrial production, (2) florists' crop prq-
duction, (3) per capita disposable income, (4) all retail trade, (5) 
consumer expenditures for the goods and services of floriculture, and 
(6) the retail sales of specialized retail florists and retail growers. 
According to the Oklahoma State Board of Agriculture and the 
Oklahoma State University Department of Horticulture there have been no 
published research studies conducted concerning business practices of 
retail florists in Oklahoma, although such organizations as the Florists 
Telegraph Delivery Association (FTDA) have closely followed various 
phases of business in the state. 
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A study of the retail florists in Texas by DeWerth, Sorenson, and 
Odom (16) identifie,s the fact that most retail florist establishments in 
the United States are independently opeJ:."ated. About 85 percent had 
annual sales of less than $50,000 in 1954, as compared with 82 percent 
for all types of retail stores. 
They further stated that the average retail florist used little 
advertising and had not developed a substantial demand for flowers for 
everyday decorative purposes in the home. 
In addition, 36 percent of the firms did a net sales volume of less 
than $30,000 per year. Thirty=six percent of the firms reported between 
$30,000 and $50,000 per year, and 28 percent reported more than $50,000. 
The researchers indicated that location of a flower shop is of 
minor importance since it is a retail business which primarily serves 
the demand created by special occasion buying. 
The study showed that flower shop sales were lowest in the late 
summer and early fall and highest during the 3 winter months. The ma-
jority of sales are made by telephone or telegram and the buyer seldom 
makes a personal selection. 
T~e survey indicated that more than 85 percent of the participating. 
firms kept their own books, and tq:at 75 percent did -not keep· stock re-
cords. 
The markup for cut flowers indicated by the Texas florists ranged 
from 50 to 400 percent. Eighty-two percent of the florists reporting 
indicated a 300 percent markup. A 3 to 1 markup on pot plants was most 
frequently mentioned. There was less variation in the markup of gifts ., 
and accessories. A 2 to 1 markup represented the choice of over 89 
percent of the firms interviewed. 
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There was much confusion over the markup for design work. Nineteen 
percent stated that a cost-plus basis was used, but none explained his 
method. Thirty-five percent did not use a markup charge for design 
work. A 20 percent charge for design was mentioned most frequently. 
A large number of credit sales, 83 percent, was indicated, chiefly 
due to the great proportion of telephone sales. About 70 percent of 
the accounts were a month old or older, while 21 percent were from 2 
to 3 months old. 
The employment of sales people was reported by 61 percent of the firms 
interviewed. Forty=nine percent indicated that they employed designers. 
Employees' wages tended to rise while owner's compensation fell as sales 
volume increased. 
The Texas study further indicated that a large majority of the 
florists were not interested in increasing gross sales either by rais~ 
ing the volume and lowering the markup or by hiring additional labor. 
The survey also showed that there was almost a complete lack of 
adequate records and that delivery was a costly item and an acute problem 
of the retail flower shop operation. 
A recent study in Pennsylvania by Voigt (41) of a limited number of 
retail florists showed these conclusions: (1) A retail florist should 
have a better idea of how his net income and other operating aspects of 
his business compare with similarly situated florists. (2) The largest 
cost of doing business is the cost of merchandise. The initial areas in 
which a retailer can make noticeable improvements in his operations are 
in better buying practices, mere profitable seUing and better use of as 
much merchandise as possible. The more successful shops bought in volume 
those items used regularly, allowed only a minimum loss of perishables by 
using older flowers first and by using preservatives to extend ''shelf-
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life" and to assure better customer satisfaction, sold volume through 
the use of "specials" and good merchandise, and priced the same as, or 
higher than, competitors' prices. (3) Thorough knewledge of the business 
is of utmost importance. Unless accurate records are kept, one cannot 
know how to improve on the operation. (4) Location of the shop is 
important to future florist success. If it is located in a poor market 
area, or in a location where procurement of perishables is difficult, 
it might pay to consider relocation in another town where a more densely 
populated area could bring greater sales volume. (5) Knowledge of 
delivery costs is vital so that a decision can be made on the best way 
to handle this important business cost. (6) Knowledge of competition~ 
its volume, stro~g points, and weak points-can help sharpen the oper-
ation. (7) Efficient use of labor is important. 
It is interesting to note that in the Pennsylvania study location 
with reference to population was considered very important while the 
Texas study indicated that location within the town was relatively 
unimportant. 
The average net income of the florist in the Pennsylvania project 
was $4,911.53 for those in the $27,000 to $37,000 gross sales category, 
$6,712.18 for those in the $40,000 to $57,000 category, $7,330.49 
for those in the $66,000-$87,000 group, and $11,724.22 net income for 
florists with gross sales of over $100,000. 
Voigt's study also showed that the hourly average wage of the top 
employee (not including the manager's wage) for the $27,000 to $37,000 
gross sales category was $1.00. One dollar and thirty-two cents was the 
average wage in the $40,000 to $57,000 category, $1.85 was average in 
the $66,000 to $87,000 group, and $2.17 was the average wage in those 
shops of over $100,000 gross sales. 
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A profit and expense survey of Florist Telegraph Delivery affiliated 
florists (FTD) (4) revealed that the larger florist establishments spend 
a greater percentage of the total sales dollar for advertising. In actui-
ality, large shops were spending at least 25 percent more of the sales 
dollar for advertising than were small shops. 
The FTD survey indicated that bad debt losses per sales dollar were 
twice as great for shops over $125,000 gross sales as for shops under 
$30,000. This ratio held true when compared to both total credit sales 
and to total sales. This indicates that the ratio of total credit sales 
to total sales of both groups is approximately the same. 
Another area of this survey revealed that the percentage of income 
derived from cut flowers decreased as the size of the shop increased. 
Similiarly, these stores handled more giftware and miscellaneous merchan• 
dise as they increased in size. 
Another fact brought out in the employee analysis seG,tion of the 
survey indicated that, based on a unit of $10,000 annual sales, the 
greatest number of employees relative to sales volume is employed in 
the small volume shop and that there is no correlation to the wage ex-
penses of the shop groups. The percentage difference in employees is 
larg~ly responsible for the marked increase in operating expenses for 
large shops. 
The survey data also showed that delivery expenses are greatest for 
the florists having the smallest volume of sales. This trend is largely 
patterned by the costs of delivery borne by the use of company-owned 
vehicles and participation in delivery pools. 
It was indicated throughout the FTD study that the small florists 
are bearing heavy costs that might be described as "fixed." These costs 
would remain stable, or at least relatively stable, even if business 
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volumes were to take a sharp upturn. Those shops which already have 
more business are apparently putting more dollars per unit of sales into 
promotions and advertising in order to achieve and maintain a relatively 
higher level of sales. 
Cut flowers accounted for more than 60 percent of annual total dollar 
sales in all sizes of FTD florist shops. 
It is evident from these studies that operational costs are a 
problem of the retail florist. In connection with this, Parvin and Krone 
(32) conducted a survey of 54 shops in Michigan. The cooperating florists 
were grouped into four categories according to their gross sales: (1) 
less than $25,000, (2) those between $25,000 and $50,000, (3) $50,000 -
$100,000, and (4) those over $100,000. 
These.researchers found that delivery expenses (except salaries) 
accounted for 4.06, 3.18, 2,92, and 3.27 percent respectively of the 
total costs of the 4 groups, while advertising (except FTD) accounted 
for only 3.10, 2.39, 2.21, and 2.48 percent respectively of the total 
costs. It was further found that sales of gifts and pottery accounted 
for 3.86, 12.55, 8.61 9 and 8.19 percent of total sales in each of the 
4 shop categories. 
Black (14) also empha~ized that delivery costs are an·' important 
area in which retail shops could make substantial improvements. 
Between the years of 1955-58, Kelly (22) conducted experiments in 
Illinois designed to test consumer acceptance of cut flowers and potted 
plants offered for sale in selected mass-market retail outlets. 
During the 3-year tests a total of 11,496 plants and bunches of 
flowers were sold through 3 selected outlets. These were a supermarket, 
a variety store, and a retail flower shop. Approximately 41 percent of 
the units were sold at the supermar.ket, 36 percent at the variety store, 
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and 23 percent at the florist shop. Although the total number of plants 
sold through the variety store was not as great as through the supermarket, 
the trend in sales indicated that the variety store was an increasingly 
acceptable outlet for floricultural pro~ucts, rising 15.5 percent during 
the three years. 
Weekly sales per variety store averaged 64 units in the second year 
as compared to 32.5 the first year - an increase of nearly 97 percent. 
The variety store had the greatest increase in volume between the first 
and second year, 191 percent compared with 86 percent at the supermarket 
and 35 percent at the florist shop. Average weekly sales increased 
further at the variety store and floral shop the third year, but the 
velume of the supermarket declined 15.5 percent. Gross profits per square 
foot per week for all space used for selling in the supermarket were 
$0.71 in 1956, $0.68 in 1957, and $0.67 in 1958. This compares with 
$3.18, $3.13, and $2.61 per square foot per week from the floricultural 
display during the three periods of the experiment. 
After adjusting gress profit by the cost of the flowers and plants 
removed for all reasons, the supermarket still had an adjusted gross 
profit of. $1.15 per square fo~t per week, the variety store $1.38, and 
the florist shop $0.68. 
Krone, (26) commenting on the impact of mass marketing on the florist 
industry, brought out f0ur important points: "(l) The retail flower 
shop usually is not located in a position where it can attract sufficient 
-
customer traffic, (2) Many retailers are not interested in low margin 
sales, (3) Too small a percentage of the gross volume of sales in many 
retail flower stores today constitutes cut flower or potted plant sales, 
and (4) Many retailers are not interested in sales of loose flowere, or 
in special sales promotions, or in anything but artistic arrangements 
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and perhaps they are right. It's the one thing that they have to sell 
that isn't available in a chain store -- plus, of course, delivery service, 
telephone service and credit." 
In seeming contrast to the previous study, The Canadian Florist 
(12) reports that cash and carry flower "supermarkets" have been success-
ful in France and that there are at least f0ur of these shops in Paris 
alone. Every item is plainly marked and the customer serves himself. No 
design work of any kind is done. The shop sells nothing but flowers and 
plants» cash and carry, 'The result is a price level at least 50 percent 
below that of regular fl@wer shops. In addition, the shop is usually 
open 12 hours a day and as a result average daily sales are unusually 
high. 
As early as 1954 the School of Business at the University of Illinois 
(1) conducted a study of overhead and markup in seven types of stores. 
These findings were reported on the basis of the price at which the stores 
studied would sell a pair of nylon stockings costing $0.50 a pair in gross 
lots. If sold in a flower shop the price would be $1.23. A jeweler 
would ask $1.01. A furniture a.nd radio store weuld price them at $0. 92, 
a department store $0.79, a drug store $0.73, and a supermarket $0.62. 
In an article in The Michigan Florist, L. J. Tolle (39) states, 
"Cooperative allied florists' advertising, struggling for survival, will, 
I think, gradually grow and succeed in limited areas. We should be 
aware that our industry has not, to date, ever had such advertising 
programs and therefore has never experienced their effects. Aa these 
programs grow and mature we can expect the advertising to become less 
"shot-gun" and more "rifle". We shall begin to advertise specifics 
(flower types, colors, and assemblies) instead of "flowers-in-general". 
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"This means that the flowers advertised will be the flowers sold. 
For this reason, producers -- especially the specialists -- will need 
to share the advertising costs and even develop their own private programs 
to get their share of sales. 
"The advertising programs of the retail florist will also need to 
emphasize the distinctive nature of florists as sellers of flowers. This 
will be a natural consequence of the increase in mass~market sales, 
making it necessary to tell the consuming public what it gets from a 
florist which it cannot get elsewhere. We shall see in the advertising 
programs an increased emphasis on the "service" features of flower stor-s: 
credit, delivery, professional assistance, wider selection, etc., all 
in an effort to persuade the consumer that these features of flower 
buying also have value." 
Sorenson, Hammond, and DeWerth (34) indicate that wholesale florists 
are concerned with the conditions and problems of both retail flower 
shop owners and growers . When wholesalers were asked what information 
and research they considered necessary to improve their service and 
reduce costs, they listed the following: (1) credit studies, (2) 
business education for the retailer and the grower to develop better 
business management on the part of both, (3) a more accurate knowledge 
of the types of flowers available, and (4) continued emphasis on the 
solution of crop produc tion problems. The wh0lesalers also indicated 
that the major marketing problems were (1) competition with flowers 
from out -of-state that sell for less than production costs in Te~as, 
(2) poor quality flowers, and (3) attracting more consumers to the 
use of florists' products. 
The advantages and disadvantages of telephone, mail questionnaire, 
and personal interview techniques of collecting data were considered. 
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According to Blankenship (15), the most commanly claimed advantage 
of the mail questionnaire is economy. But since the number of returns 
commonly does not exceed 15 percent, the cost of each returned question-
naire may be higher than previously calculated. One distinct advantage 
of the mail questionnaire is that it eliminates possible interviewer 
bias. On the other hand the greatest deficiency is the lack of assurance 
that a rep.re-sentative group of persons will reply. 
Bla~kenship further s t ates, that the chief · advantage of the person-1 
interview is that it permi ts rigid control of the sample of respondents. 
It also permits the use of questions of a wider scope and a more compli-
cated nature. It is however, more expensive and introduces the possi~ 
bility of interviewer bias. 
In discussing the mer its of the telephone, Blankenship mentions that 
the method results in a random selection and rapid results, but th•t 
the expense is a disadvantage. 
Ferber (18) concludes that mail questionnaires are less expensive 
per response and actua l l y produce more frank answers. In a number of 
instances though, omiss ions require follow-ups and causes for attitudes 
are di ff i cult to obtain . Mail surveys are like contests, according to 
Payne (33) . Respondent s may f ind help from references or consult friends 
to obtain answers for a mail questiopnaire. 
METHOD AND PROCEDURE 
In January, 1963, a questionnaire (see appendix pages 64- 66) was 
mailed to approximately 400 retail f lor ists in Okl ahoma . 
It wa s decided that the mail questionnaire would be u sed for three 
reasons. (1) It was more economical . (2) It was thought that the 
florists would be more willing to supply an swers to specific questions 
concerni ng income and wages by mail rather than by personal interview. 
(3) It was believed that contact with all florists in the state would 
develop rapport a~d build up confidence t hat is so vital among the indi-
vidual businessmen, the state association, and the university . It was 
hoped that by handling this initia l study in a methodical, informative, 
yet highly confidential manner many florist s woul d share i n the results, 
benefit from them, and encourage others to do so i n later studies . 
Details of the development and mailing of the questionnaire follow. 
Questionnaire Construction 
Since construction of the questionnaire wa s essential to the success 
of the study, questionnaires used in other research projects were studied 
to aid in the pr~paration of questions. 
It was considered very important that each florist be assured that no 
information received through the ques tionnaire would be identified with 
individuals, but would be used only in compi l ed f orm. In order to assure 
the florist of this intention the title of the quest ionnaire was 
"Confidential Questionnaire fQr Reta il Florists . " The last page (see 
appendix page 69) provided space for, and urged the florist to include, 
14 
15 
any comments or suggestions which he might wi sh to provide or considered 
pertinent . The last s t atement suggested that he not sign his name unless 
he so desired . 
In the interests of clari ty , brief questions wer e used . Only one 
question (Number 15 ) was longer than twelve words . 
I f the question required an a ff i rmative or negative r esponse the 
words YES and NO were written beside t he question and blanks provided so 
that onl y a check mark would be necessary to indicate an answer . (See 
questions 1, 3, 7, 9, 10 , 15 , and 21). 
Questions which dealt with gross sales and net i ncome provided 
grouped range s which inc luded all poss i ble answers . Blanks were provided 
so that only a check mark was necessary to indicate the category which 
pertained to the flori s t completing t he questionnaire . (See questions 5, 
6, and 8) . It was felt t hat by giving t he f lorist an opportunity to 
indicate a range as hi s answer less time and minimum reluctance would be 
realized in answering questions concerning income . 
Each word in indi vi dual questions was made as clear and precise as 
possible. If a question St il l held the possibility of misinterpretation 
an explanat i on was made beneath the quest i on . (See questions 8, 11, and 14) . 
In t hese ways, t he questions were wor ded to r e t urn relevant, specific, 
and valuable infor mati on , but yet be concise , easily read, easily under-
stood, and easily answered . 
Test ing t he Questionnaire 
To gain confidence concerning the comprehensiveness and validity 
of the questionnaire, a copy was sent to each of f ive members of a "sta-
tistical research" committ ee of floris ts and wholesalers appointed by 
t he president of the Oklahoma State Flor i sts ' Association. They 
were asked to criticize and evaluate the work and return suggestions 
for improvement. 
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The committee's suggestions for improvement were evaluated and 
used in improving the questionnaire. Suggestions to include certain 
omitted questions, to ask a larger number of questions, and to make the 
questions more spec~fic were of substantial help. 
The revised questionnaire was then given to other members of the 
Department of Horticulture and suggestions for improvement were request-
ed. The questionnaire was then taken to (1) a professor of journalism, 
who is noted for his successful work with questionnaires, (2) an 
agriculture finance professor, (3) a social psychologist, and (4) 
an employee of the United States Depar~ment of Agriculture who is ex-
perienced in surveying farmers. In each case their suggestions were 
considered, evaluated , and whenever possible, incorporated in the ques-
tionnaire. The final form of the questionnaire was then sent to the 
Oklahoma State Florists' Association committee for evaluation and approval. 
The Cover Letter 
A cover letter (see appendix page 63) was developed to accompany 
the questionnaire. The letter explained the nature of the study and 
pointed out that the questionnaire was being sent to all florists. It 
was felt that this explanation would tend to eliminate the impression 
that a part icular business was under study while others were not. 
The letter fur t her explained that returned information would be 
held in the utmost confidence. This explanation was underlined to add 
emphasis . 
A list of names and addres1ses of current retail florists in Oklahoma 
was compiled from a dir ectory published by the Oklahoma State Board of 
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Agriculture and from an Oklahoma State Florists' Association membership 
list. Each letter was individually typed on a "Rova-typewriter".!./ and 
the individual florist's name and address was used in the inside address 
in an attempt to make the letter completely personal. Each letter was 
then individually signed by the Head of the Department of Horticulture, 
W.R. Kays, by Professor R. N. Payne, and by the _aut_hor, Mac Irving. 
Immediately following the letter there was an attached sheet en-
titled "Important Points to Remember . " (See appendix page 68). This 
page stressed that effort in filling out the questionnaire was appreci-
ated, that the information would be handled in utmost confidence, ~nd 
that the florists would share in the results of the study. 
A self-addressed, stamped envelope was then provided in which the 
questionnaire could be plac ed and returned to Professor R. N. Payne, 
Department of Horticulture, Oklahoma State University, Stillwater, Oklahoma. 
The_ cover let t er , "points to remember" page, self-addressed, stamp-
ed envelope, and questionnaire were then placed in a large envelope and 
mailed . 
Two weeks after the questionnaire was mailed, a letter was sent to 
each florist encouraging him to send in the questionnaire if he had not 
done so . It was further explained that there was no way of knowing who 
had returned the ques t ionnaire and to disregard the letter if the ques-
tionnaire had been returned . 
A time of approximately two and one-half months was allowed for 
receipt of as many of the questionnaires as possible. The information 
received was compiled and used to obtain the results of the study shown 
l/ Rava-typewriter located in the President's Offic~, Oklahoma State 
University . 
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in the following chapter. 
RESULTS 
Fr om t he 420 ques tionnaires whi ch were mailed, 100 were returned 
which could be used in the study. The 100 which were used represented 
slight ly over 23.5 percent of the total number mailed . Several additional 
questionnaires were also returned which were only partially answered, or 
explained that the persons were no longer in the florist business . 
It is important to note, however , that all of the 100 florists did 
not answer every question; therefore, t he number of participating florists 
for the various questions was not constant. 
The dat a in Table I show that the greatest number (28) of participat-
ing florists in the study were from c i ties with populations greater than 
50,000 people. The second largest group (14) were from towns having popu-
lations of 2,501 - 5,000 people . The sma l l est number of participating 
florists (4) were from towns having less t han 1,000 population. 
The population category having the largest percentage participation 
was the 10,001 - 20,000 population group i n which thirteen (36 . l percent) 
usuable questionnaires were received from a t otal number of thirty-six 
retail establishments in towns of this size . 
The average number of flower shops and greenhouses per town or city 
increases as the population category increases in size, with a very 
sharp increase in number of establishments between the 20,000 - 50,000 
and over 50,000 population categories . 
It is interesting to note from t he da t a in Table II that the group 
of florists participating in this study wer e distr ibuted very similarly, 
relative to population of their towns and cities, to the total distri-
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Population categories 
of towns & cities in 
Oklahoma 
Less than 1,000 
1,000 - 2,500 
2,501 - 5,000 
5,001 - 10,000 
10,001 - 20,000 
20,001 - 50,000 
Over 50,000 
TABLE I 
DISTRIBUTION OF RETURNED QUESTIONNAIRES IN THE VARIOUS POPULATION 
CATEGORIES OF TOWNS AND CITIES IN OKLAHOMA 
Percent of question-
No. of towns & Total no. of Av. no. of No. of question- naires r e turned & 
cities in Okla- flower shops & flower shops naires returned used of total flower 
homa in each greenhouses in & greenheuses & used from each shops & greenhouses 
categoryl/ each category£/ per town category3 / in each ca t egory 
845 29 .034 4 13.5% 
79 77 .98 12 15.7% 
36 69 1.9 14 20.3% 
26 69 2.7 12 17 . 3% 
12 36 3.0 13 36.1% 
9 65 · 7 .2 12 18.4% 
3 120 40.0 28 23.3% 
lf 1960 Census population as shown for incorporated places 0nly. 
1/ As shown by a "Directory of Oklahoma Flower Sheps and Greenhouses, " August. 1962. 
Oklahoma Beard of Agriculture. (Firms doing wholesale business only were excluded) 




PERCENTAGE DISTRIBUTION ACCORDING TO POPULATION CATEGORIES OF THE 
TOTAL NUMBER OF OKLAHOMA FLOWER SHOPS AND GREENHOUSES IN 
COMPARISON WITH THE RETAIL FLORISTS 
PARTICIPATING IN THIS STUDY 
Percent of tstal no. of Percent o{ total no . of 
No. of towns & cities flower shops & green- participating flower 
Population categories of 
towns & cities in Oklahoma 
in OklahQma in each houses i n Oklahoma in sheps in each population 
c~tegor¥l/ · each papulation categoryll cate~l/ 
Le ss than 1,000 845 6.23 4 . 21% 
1,000 to 2 , 500 79 16.55 12. 63 
2,501 to 5 , 000 36 14.83 14. 73 
5, 001 t o 10, 000 26 14 . 83 12 . 63 
10,001 to 20,000 12 7.74 13 . 69 
20,001 to 50,000 9 13 .97 12 .63 
Over 50,000 3 25.80 29 .48 
! / 1960 Census population as shown for i ncorporated places only. 
1/ As shewn by "Directory of Oklahoma Flower Shops and Greenheuses, " August, 1962. 
Oklahoma Board of Agriculture . (Firms doing wholesale busin~ss only were excluded) 
JI Ninety-five of the 100 participating florists gave the population 0f their town or city. 
N 
t-' 
bution of retail florists and greenhouses in Oklahema. 
Table III indicates the distribution •f gress sales. Fifty-six 
percent of the florists reported gross sales of less than $30,000, 24 
percent of the total were between $30,000 and $75,000, and 20 percent 
had gross sales of over $75,000. 
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The distributien of wholesale purchases is shown in Table IV. Al-
most seventy percent of the 92 reporting flerists indicated that their 
annual wholesale purchases did not exceed $20,000 . 
Net income distribution is shown in Table V. Thirty percent of the 
92 reporting florists indicated that their annual net income was less 
than $3,000. Fifteen percent reported incomes between $5,000 to $6,000 
and 15 percent reported over $10,000 income, while only one of the 92 
indicated his net income to be between $8,000 and $9,000. It is interest-
ing to note the large number of florists at both the high and low ends 
of the income range. 
The estimated capital investment in the florist business of the 
responding florists i s shown in Table VI. Over 73 percent of the repert-
ing florists had a capital investment of less than $30,000, 6 . 8 percent 
reported between $30,001 and $50,000 and 19.5 percent indicated an 
investment over $50 , 000 . 
The data in Figure l shew the estimated capital investments of 
florists in the various gress sales categories. These reporting annual 
gross sales of less than $10,000 had an average capital investment of 
$3,900, while the capital investment of those grossing over $100,000 
was $99,818 . The average capital investment •fall florists reporting 
was $31 , 127 . The rep rted investments for florists grossing $75,000 -
$100,000 were unusually low, averaging only $17,600 which did not fellow 
the trend shown for the other gross sales categories. 
TABLE III 
ANNUAL GROSS SALES CATEGORY DISTRIBUTION OF NINETY-SI_X 
PARTICIPATING RETAIL FLORISTS 
Percent ef tetal number 
Number of florists report- (96.) of florists report-
Annual Gross Sales Cate.gory ing in each category ing in each category 
Less than $10,900, 17 17. 7% 
$10,000 te $20,000 19 19.8 
$20,000 te $30,000 18 18.7 
$30,000 te $40,000 9 9.4 
$40,000 te $50,000 5 5.2 
$50,000 to $75,000 9 9.4 
J?.5, 000 to $100,000 5 5.2 




ANNUAL WHOLESALE PURCHASES CATEGORY DISTRIBUTION OF 
NINETY-TWO ·PARTICIPATING RETAIL FLORISTS 
. Percent of total number (92) 
Number of florists report- .. ::of florists reporting in each 
Wholesale ~~rcha$e~ k&tegories ing in each category category 
Less than $10,000 36 39.l % 
$10,000 ta $20,000 28 30.4 
$20,000 to $30,000 9 9.8 
$30,000 to $40,000 8 8.7 
$40,000 to $50,000 2 2.2 
$50,000 to $75,000 3 3.3 
Over $75,000 6 6~5 
N 
~-
· TABLE V 
ANNUAL NET INCOME CATEGORY. DISTRIBUTION OF NINE'fi-TWO 
PARTICIPATING RETAIL FLORISTS 
·Percent of- total number (92) 
Number of florists re- of retail florists reporting -
Net Income Category porting in each category in each category 
Less than $3,000 28 30. 43 '%. 
$3,000 to $4,000 7 7.60 
$4,000 to $5,000 9 9.78 
$5 , 000 to $6, 000 14 15.21 
$6,000 to $7,000 6 6.52 
$7,000 to $8,000 6 6.52. 
$8 , 000 to $9 , 000 l 1.08 
$9,000 to $10,000 7 7.60 




CAPITAL INVESTMENT CATEGORY DISTRIBUTION 
OF EIGHTY-SEVEN REPORTING 
RETAIL FLORISTS 
Percent of total number 
Number of florists report- (87) of retail florists 
Capital Investment Categories ing in each category reporting in each category 
$5,000 or less 19 21.84 % 
$5,001 to $10,000 17 19.54 
$10,001 to $20,000 15 17.24 
$20,001 to $30,000 13 14.94 
$30,001 to $50,000 6 6.89 
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Figure l. Average c~ital inve.atment of eighty-five retail floriat busineasea according to annual gross 
sales categories.!/ 
!/ Eighty-five of the 100 participating florists answered the c.apital investment & groas aalea questions. 
N 
" 
The individual florist in this study had been in business an average 
of 17.7 years. Figure 2 shows that of the 97 who indicated the number 
of years in business, 15 florists (15.4 percent) reported being in 
business over 30 years . Fifteen (15.4 percent) reported between 21 and 
30 years, 23 (23.7 percent) between 16 and 20 years, 12 (12.3 percent) 
reported between 11 and 15 years, 15 ~15.4 percent) between 6 and 10 
years, and 17 (17.5 percent) reported being in business 5 or fewer years. 
Table VII shows that participating florists in towns with up to 5,000 
population averaged fewer years in business than florists from the larger 
towns and cities . 
A comparison of the florists in the eight categories of annual gross 
sales in relation to their number of years in business is shown in 
Figure 3. The shops grossing between 40 and 50 thousand dollars annually 
averaged the greatest number of years in business (32), with those gross-
ing 100,000 dollars or over following closely with an average of 28.35 
years in business. Shops with the lowest gross sales (below $10,000) 
also averaged the fewest years in business (7.81 years). 
It is evident from the data in Table VIII that the population cate-
gory is very important in relation to gross sales. For example, the 
fourteen shops reporting gross sales of over $100,000 were all located 
in cities with over 20,000 population as were the four firms reporting 
$75,000 - $100,000 gross sales . None of the shops in towns with 20,000 
or fewer had gross sales in excess of the $50,000 - $75,000 range. It 
can be seen however, that the businesses located in cities with over 
50,000 population were distributed from the lowest to the highest gross 
sales categories. 
Table IX shows that 35 (41 percent of the total) florists who answer-
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Figure 2. Number of years in business of ninety-seven participating retail florists. N 
\0 
TABLE VII 
AVERAGE YEARS IN BUSINESS OF NINETY-FOUR REPORTING RETAIL 
FLORISTS ACCORDING TO POPULATION CATEGORIES OF 
Population categories 
of towns and cities 
Less than 1,000 
1,000 to 2,500 
2,501 to 5,000 
5,001 to 10,000 
10,001 to 2,000 
20,001 to 50,000 
Over 50,000 
THEIR TOWNS AND CITIEsl/ 
Average years in business of 








1/ Nipety-four of the 100 participating florists answered the questions concerning 
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Figure 3. Average number of years in business of ninety-seven retail florists according to 
their annual gross sales volume. 
I.,,) ..... 
TABLE VIII 
DISTRIBUTION OF NINETY PARTICIPATING RETAIL FLOWER SHOPS 
ACCORDING TO POPULATION AND GROSS SALEs!/ 
-~~-~ ~:_..___;_-~,.,,_:_.:-_'.__:,_,.__,_ 
Annual Gross Sales Category 
Total no. Less 10~000 20,000· 30,000 40,000 50,000 75,000 
Population of florists than to to to to to to 
c~tegories reporting $10.000 20.000 30,000 40.000 ~0~~000 100._000 
Less than 
1,000 4 4 
1,000 to 
2,500 12 6 6 
2,501 to 
5,000 10 - 4 3 3 
5,001 to 
10,000 11 --.. 2 4 3 2 
10,001 to 
20,000 13 - 4 3 1 1 4 
20,001 to 
50,000 12 1 - 1 1 2 
Over 50,000 28 3 3 7 1 1 4 2 
!/ A total of ninety-of the 100 participating florists indicated both their gross sales 








DISTRIBUTION OF EIGHTY-NINE PARTICIPATING RETAIL 
FLOWER SHOPS ACCORDING TO POPULATION 
AND ANNUAL NET INcoME,!/ 
Annual, 'Net Income Categories 
Tota,l no, Less 3~000 4,000 5~000 6,000 7,000 8~000 9;opo Over 
Population o~ florists than to to to to to to -to 10,000 
categories repo..rtlng' $3~000 4,000 s.ooo 6,000 7.000 8,000 9,000 t0,000 
Less than 
1,000 4 4 
1,000 to r 
2,500 12 9 - 1 1 1 
2,501 to 
5,000 11 1 - 2 4 - 1 - 3 
5,001 to 
10,000 11 - 2 - 3 1 1 1 - 3 
10,001 to 
20,000 12 3 1 2 1 2 2 - - 1 
20,001 to 
50,000 11 1 1 1 - - 1 - 1 6 
Over 50,000 28 6 2 4 5 2 1 - 2 6 




$6,000 or over. Nineteen of these florists were located in cities with 
over 20,000 population. Fifty-nine percent of the florists reported net 
incomes below $6,000, and 37 percent of the 59 percent were located in 
cities with over 20,000 population. The majority, 63 percent, were 
located in towns with up to 20,000 population. 
Ninety-one florists answered question 1 which was "What percent of 
your total business income 90 you estimate the florist business to re-
present ?11 As shown in Figure 4, 11 indicated 30 percent or less, 13 
reported' between 31-60 percent, 11 between 61-99 percent, and 56 in'di-
cated 100 percent . Thus, over half of the participating florists 
derived all their income from the retail flower business . The great 
majority of the florists (91) reported that shops were housed in structur~s 
other than homes. Only eight of ninety-nine reporting florists indicated 
that their shops were not in separate structures from their homes . (See 
question 3, appendix page 64). 
Forty percent of the participating florists reported that they 
produced some greenhouse flowers which were sold in their retail flower 
shops, while 60 per cent indicated that they did not. Eighty percent 
of the 39 florists growing flowers in greenhouses indicated the value 
of this production . The range in value was from $300 to $86,000, while 
the average value of greenhouse production was $15,119 . 
Ninety-two florists answered question 2 as to "How many full-time 
personnel does your flower business employ?" The average number of 
full-time employees was 3.19. The data in Table X show that the average 
number of full - time employees varied according to the annual gross sales 
category of the shops 9 r anging from an average of 0.68 employees in 
shops grossing less than $10,000 to 9 . 23 employees in shops grossing over 
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Figure 4. Estimated percent~ge that the retail florist business 
represents of total income as reported by ninety-one florists. w 
V, 
TABLE X 
AVERAGE NUMBER OF FULL-TIME EMPLOYEES OF EIGHTY-NINE 
PARTICIPATING RE.TAIL FLORISTS ACCORDING 
TO GROSS SALES CATEGORIES.!/ . 
Gross Sales Category Average Number of Full-time Employees 
Less than $10,000 0.68 
10,000 to 20,000 1.68 
20,000 to 30,000 l.82 
30,000 to 40,000 2.50 
40,000 to 50,000 4.00 
50,000 to 75,000 3.22 
75,000 to 100,000 5.60 
Over ~00,000 9.23 
1/ Eighty-nine of the 100 participating florists answered the gross sales and 





approximately one less employee than those in the $40,000-$50,000 cate-
gory, an exception to the general trend indicated in this table. 
Ninety-eight florists answered the question, '~o you hire any 
floral designers?" (Question 9, see appendix page 65) . Fifty-eight 
did hire designers while 40 indicated they did not. The average number 
of designers was 1.7 for each of the 58 establishments, but the average 
for all businesses in the study was 1.0. The wages paid to floral 
designers are shown in Table XI . Most designers were paid an hourly 
wage which averaged $1. 26 per hour, while those paid weekly averaged 
$73.91 per week. Only four firms indicated that they paid their designers 
on a monthly basis . This monthly wage ranged from $200-$400 per month 
and averaged $343.75. 
Ninety- three florists answered the question, "Do you hire any sales 
people in your flower business?" (Question 10, appendix page 65). 
Fifty reported that they did hire sales people, and 43 reported they 
did not . Of the 44 who indicated the number of sales persons they hired, 
the average was 1.6 sales per sons per business, while the average for 
all the shops studied was 0 . 68 . 
Sixty-four florists participating in the study indicated the use of 
extra hired help to cover such peak rush periodsas Christmas and Easter. 
These florists r eported t he use of an average of 418 man hours of extra 
help annually . The range of man hours of extra help per year used to 
derive this average wa s very great , with florists reporting from 24 
hours to 3 , 500 hours of extra help per year. 
Seventy- eight f l orists indicated the hourly wage paid for extra 
hired help f or peak periods . This information is contained in Table XII. 
Fifty- one and three - tenths percent of the responding florists indicated 
a wage between $0 . 81 .and $1 .00, while only 8 percent paid wages between 





Did not hire designers 
TABLE XI 
AVERAGE WAGES PAID TO FLORAL DESIGNERS BY FIFTY=EIGHT 
PARTICIPATING RETAIL FLORISTS 
Number of Florists Average Wage 
32 $1.26/hr. 
22 $73.91/wk. 




$0.50 to $2.00 
$35.00 to $100.00 




Wage Per Hour 
-
$0.80 or less 
$0.81 to 1.00 
$1. 01 to 1. 20 
$1. 20 to 1. 40 
Over $1.40 
TABLE XII 
WAGES PAID FOR EXTRA HIRED HELP FOR PEAK PERIODS BY 
SEVENTY-EIGHT PARTICIPATING RETAIL FLORISTS 









$1.01 and $1.20. The average hourly wage paid for extra help was $1.02. 
Eighty-five responding florists indicated that their average yearly 
expense for advertising was $851.18 . The annual advertising expense for 
each gross sales category is shown in Table XIII. Generally, the ad-
vertising expenses increased progressively as the amount of gross sales 
increased. Only those shops grossing $30-40,000 were an exception to 
this trend. The advertising investment for the less than $10,000 gross 
sales category was $166.38, while it was $2,966.66 for those grossing over 
$100,000 . Sixty-eight of the florists indicated that they advertised in 
newspapers and that 50.3 percent of their advertising expenses went to 
that medium. Forty respondents used radio and spent 23.4 percent there, 
37 indicated the use of direct mail advertising and spent 18.1 percent 
in that area, eight used television and spent 43.1 percent of their 
advertising for it, while 55 used advertising means other than newspapers, 
radio, direct mail, and television and spent 40.5 percent of the ad-
vertising expense in this manner. The items which make up this category 
will be enumerated later. (See appendix page69 ). 
The florists were asked to indicate the amount of markup on cut 
flowers, potted plants, and gifts and pottery. Table XIV shows the 
average percent markup according to the gross sales categories. The 
markup on cut flowers ranged from 40 to 400 percent with the average 
being 195 percent. The markup on potted plants extended from 50 to 300 
percent with the average being 180 percent. The markup on gifts and 
pottery was very consistent as evidenced by the fact that 84 percent of 
the florists used a markup of 100 percent for this item. The average was 
100.3 percent . 
It is interesting that florists grossing over $100,000 had the 
highest average mark-up on both cut flowers and potted plants. 
TABLE XIII 
ANNUAL ADVERTISING EXPENSES ACCORDING TO GROSS SALES 
CATEGORIES OF EIGHTY-FIVE PARTICIPATING 
RETAIL FLORISTS 
Gross Ssles Category Annual Advertising Expense 
Less than $10 9 000 $ 166.38 
10 9 000 to 20 9 000 221.33 
20,000 to J0,000 543. 05 
30,000 to 40,000 374.87 
40,000 to 50,000 688.75 
50,000 to 75,000 1,193.12 
75,000 to 100,000 1,675.00 
Over 100,000 2,966.66 
Over-all Average $ 851.18 
ll Eighty-five of the 100 participating florists answered the gross sales 




Gross Sales C~tegory 
Number in Category 
Average Markup on 
Cut Flowers 
Average Markup on; 
Potted Plants 
Average Marltup on 
Gift.s & Pottery 
TABLE XIV 
PERCENT MARKUP ON CUT FLOWERS, POTTED PLANTS, AND 
GIFTS AND POTTERY ACCORDING TO GROSS SALES 
CATEGORIES BY NINETY PARTICIPATING 
· RETAIL FLOI.UStsll 
Less 10,000 20,000 30,000 40,000 50,000 75,000 Over Total 
than to to to to to to 
$10.000 20.000 30,000 40,000 50.000 75,000 100.000 100,000 -Average 
13 19 18 8 s 9 4 14 
145,.83% 183.68 214.72 215.62 180.00 183.33 212.50 218.57 195.00 
161.53 169.73 189.17 202.77 175.00 155.55 187.50 211. 50 180.00 
96.63 104.68 96.87 100.00 90.00 104.44 112.50 92~85 100.3 




Table 'XV shows the categories of markup for cut flowers in relation 
to the gross sales categories. Twenty-three and nine-tenths percent of 
the 88 answering flor ists indicated a markup of 100 percent or less, 41 
percent used between 101 and 200 percent markup, 34.1 percent reported 
markup between 201 and 300 percent, while only 1.1 percent used over 
300 percent mar kup. 
Table XVI shows t he percentage distribution of sales of cut flowers, 
potted plants, and gifts and pottery according to the gross sales 
categories . The $20,000 to $30,000 category indicated the highest percent 
of cut flower sales. The l ess t han $10,000 category reported the highest 
percent of potted plants and gift and pottery sales. The overall average 
of percent distribution of sales was cut flowers 54 percent, potted plants 
32 percent, and gifts and pottery 14 percent. 
The respondents' answers concerning distribution of sales for certain 
occasions are shown in Table XVII. The $10,000 to $20,000 gross sales 
category showed the highest percent (62.44) of funeral work, and florists 
grossing $75,000 or over had less funeral work than those with lower 
annual gross sales. Flo~ists i n the less than $10,000 category had the 
highest percent (14.50) of wedding work . This phase of the business 
mane up the smallest average portion of the t otal sales reported. The 
$75,000 to $100,000 group showed t he highest percent (25 . 00) of hospital 
work, and the $50 , 000 to $75,000 category reported the highest percent 
(18.33) of holiday sales . The average percent di stribution of sales 
for certain occasions for al~ florists reporting was funeral 49.53 
percent, wedding 7.35 percent 9 hospital 18.33, holidays 14.8 percent, 
and others (such as for everyday sales for the home) 9.79 percent. 
The florists were asked to estimate the percent of retail f lower 
business done by (1) cash and carry, (2) personal selection without 
Gross Sale Category 
Number in Each Category 
Percent Markup: 
100% or less 
101 to 200% 
201 to 300% 
Over 300% 
TABLE XV 
PERCENT MARKUP ON £YI FLOWERS ACCORDING TO GROSS SALES· 
CATEGORIES BY EIGHTY-EIGHT PAlTICIPATING 
RETAIL FLORISTsl/ 
Less 109000 209000 30,000 40,000 5"0, ooo 75,000 
than to to to to to to 
$10.000 20.000 30.000 40.000 50.000 75.000 100.000 
12 18 18 8 5 9 4 
6 6 2 - 3 2 -
5 5 10 l l 4 3 
l 7 6 7 l 3 1 
- - - - - - -
















Gross Sales Category 
Number in Each Category 
Cut Flowers 
Potted Plants 
Gifts and Pottery 
TABLE XVI 
AVERA.GE PERCENTAGE OF BUSINESS AS TO CUT FLOWERS» FOTTED 
PtA~'.rS 9 AND GIFTS AND POTTERY ACCORDING TO . 
GROSS, SALES CATEGORIES OF EIGRT'Yi'ro. 
PARTICIPATING RETAIL FLORISTS-
Less 10 9 000 20,000 30,000 40,000 50,000 75,000 Ove·r. Over-
than to to to to to to all 
il_Q_,,000 20.000 30.000 40.000 50,000 75.000 100,000 100,000 Average 
15 18 17 9 5 9 5 14 
45.00% 60.27 60.29 58.44 57.00 54.44 47.60 46.20 54.00 
34. 71 30.27 30.05 28.33 33.60 29.00 28.00 34.00 32.00 
22.42 9.44 10.82 13.22 9.40 16.55 19.20 19.21 14.00 
!/ Figures are non-additive since they are rounded and all florists did not account for 100% 




AVERAGE PERCENTAGE OF SALES,FOR FUNERALS, WEDDINGS, HOSPITALS, HOLIDAYS, 
- AND O'EHERS ACCORDING TO GROSS SALES CATEG~JIES Oi 
NINETY PARTICIPATI~G RETAIL FLORISTS-
Less 10,000 20,000 30,000 40,000 50,000 75,000 Over Over-
Gross Sale$ Category than to to to to to to all 
· · $10.000 20.000 30.000 40.000 50 1 000 75.000- 10.0 1 000 100,000 Average 
_J . 
,Number in Each Category 12 18 18 9 5 9 5 14 
Funeral 49.00% 62.44 50.27 55.55 59.00 45.55 34.40 39.92 
W~dding 14.50 5.23 6.94 6.00 5.40 5.77 9.00 6.85 
Hospital 16.63 18.82 19.44 9.00 13 .20 17.00 25.00 22.07 
Holidays 12.91 10.12 15.44 15.55 14.20 18.33 16.00 15.85 
Others (such as everyday 
.. "'"-' 
sales for the home) 6.91 5 .so- 7.88 12. 77 7.40 13.33 16.60 14.57 










cash and carry, (3) telephone, (4) wire orders, and (5) others. 
The percent of business realized by these methods of purchase is shown 
in Table XVIII . The telephone method of purchase was by far the most 
used, representing near l y 60 percent of all purchases. The cash and 
carry method followed with 15.8 percent, wire orders had 12.0 percent, 
personal selection 11.7 percent, and others 2.8 percent. 
In estimating the amount of cash and credit sales done by their 
businesses , the florists indicated an average of 25.52 percent cash 
against 74 . 48 percen t credit. The average percent of cash and credit 
business done by flori sts i n the various gross sales categories is shown 
in Table XIX . It is interesting to note that the less than $10,000 gross 
sales category reported an average cash business of 45 . 06 percent, while 
the over $100 , 000 category reported their cash sales to represent only 
14 . 64 percent. 
Forty-one floris ts i ndicated that they did have a delivery charge 
limit , whi le 56 indicated that they did not. The average charge limit 
of those 41 who indicated that they did have a limit was $2.24. Fifty-
eight florists indicated a maximum distance for delivery, whereas 34 
indicated none . The r espondents who indicated the use of a maximum 
distance del ivery limit mentioned the city limits most often. The ma-
jority of the remaining answers ranged from 10 to 25 miles. 
Eleven and eight =tenths percent of 93 reporting florists indicated 
that they wor ked 40 or l ess hours each week in their business, and 22.6 
percent said 41 to 50 hours per week. Thirty-seven and six tenths 
percent fell between 51 and 60 hours , 20 percent indicated between 61 
and 70 hours work week , and 7.5 percent reported working more than 70 
hours . 
Gross Sales Catego~y 
TABLE XVIII 
AVERAGE PERCENTAGE OF BUSINESS AS TO METHOD OF PURCHASE ACCORDING 
'l'O GROSS SALES CATEGORIES OF EIGHTY-SEVEN 
PARTICIPATING RETAIL FLOR!Stslf 
Less lOPOOO 20,000 30,000 40,000 50,-000 -75,000 
than to to to to to to 
$10.000 20.000 30.000 40_,000 50.000. 75 .ooo 100.000 
Number in Ea~h Category 14 17 16 9 4 9 4 
Cash and Carry 16.07'%. 8.76 12.25 24.22 13.75 8.88 8.00 
Personal Selection 16.76 12.05 7.58 9.55 11. 25 - 7.44 _10.50 
Telephone 49.50 64.47 69.06 53.75 68.00 70.88 66.67 
.Wire Orders 5.00 13. 76 12.87 11.42 17.50 12.22 11.66 









!/ Figures are non-additive since they are rounded and not all florists accounted for 100% 










Gross Sales Catego~y 
Less than $10 9 000 
10,000 to.20 9 000 
20,000 to 30,000 
30,000 to 40,000 
40,000 to 50,000 
50,000 to 75,000 
75,000 to 100,000 
Over 100,000 · 
Over~all Average 
TABLE XIX 
AVERAGE PERCENT CASH AND CREDIT BUSINESS ACCORDING 
1'0 GROSS SALES CATEGORIES OF NINETY-FOUR 






















The respondents reported that the average total number of hours 
that their shop was open each week w4s 54.77 hours. Eight and five-
tenths percent reported that their s~ops were open 45 hours or less 
weekly. Fifty-five and four-tenths percent stated their shops were 
50 
open between 46 to 55 hours, 24.4 percent were open between 56 to 65 
hours each week, while 11. 7 percent reported being open over 65 hours 
each week . Twenty-six and three-tenths percent of the 95 reporting 
florists indicated t hat they .were regularly open on Sundays, while 66 
percent reported tha t they wer e open on Sunpays during rush periods. 
Table XX shows th.e estima t ed number of hours worked each week by the 
owner, the number of hours per week that the shop is open, and the Sunday 
opening of retail fl ower shops in the various gross sales categories. 
The owners in the l es s t han $10,000 gross sales category had the 
lowest aver age number of hours in their work week, 41.5. The $30,000 
to $40 , 000 category had the highest average work week, 60.5 hours. The 
$75,000 to $100 , 000 shops were open the fewest number of hours, 53, 
whi le t he $50 , 000 t o $75 , 000 category shops were open 58.1 hours. 
Conversely D 11 .1 percent of the $30 , 000 to $40,000 and the $50,000 to 
$75 , 000 ca t egor i e s wer e open r egularly on Sunday, while 40 percent of 
t he shops i n t he $40 ~000 to $50 , 000 and $75,000 to $100,000 were open 
r egular ly on Sunday . 
Sevent y- nine f lorist s i ndicated that they kept their own books, 
wher eas 16 di d not, yet thirty- one of these same florists indicated that 
they hi r ed bookkeepers. Fift y- four businesses indicated that they 
employed an account ant , but only 2 of the 54 were hired full-time. 
Vir tua l ly all of t he part-time bookkeepers and accountants were employed 
for i ncome tax r eporting purposes. 
Gross Sales Category 
Less than $10,000 
10,000 to 20,000 
20,000 to 30,000 
30,000 to 40,000 
40,000 to 50,000 
50,000 to 75,000 




ESTIMATED NUMBER OF HOURS PER WEEK OF SHOP OWNER, NUMBER 
OF HOURS PER WEEK THAT SHOP IS OPEN, AND 
SUNDAY OPENING OF RETAIL FLOWER 
SHOPS IN THE VARIOUS GROSS 
SALES CATEGORIES 
Average estimated Average% of shops 
Average estimated no. of hours per in each sales cate~ 
n@. @£ hours per week that shop is gory regularly .open 
week of owner open on Sunday 
41.5 54.07 31.25% 
50.3 58.38 31.57% 
53.6 55.50 22.22% 
60.5 54.50 11.11% 
59.5 52 .80 40.0% 
60.4 58.11 11.11% 
57.5 53.00 40.0% 
58.3 56.57 21.42% 
54.3 54. 77 26.30 
\J1 
I-' 
DISCUSSION AND CONCLUSIONS 
'.!;he re·sults of this study have shown retail florist businesses in 
Oklahoma to be very sim:U~r in ,t}leir general business practices to florists 
in other states such as Texas (16) and·, Pennsylvania (41). 
. ' ~ . ' 
Regulati·ons governing the establishment of a retail florist business 
in Oklahoma are not strict~ and many variety stores and supermarkets 
purchase the Dealer's License Certificate (2) as do the florists. 
The clos.e similarity of distribution according to population of the 
participating florists and a.11 · florists in Oklahoma, (Table II), gives 
a good indication that the responding florists were relatively well. distri• 
buted among the total number of florists in the state. 
One fact must be remembered, that even though 17.7 percent of the 
96 reporting florists had an.annual gross sales volume of less than 
$10 9 000 9 this group by niOl means makes up 17. 7 percent of the total gross 
sales of the florists participating in this study. It is obvious that 
,, 
the 14.6 percent who annually grossed over $100,000 account for far more 
than 14.6 percent of the total sales. 
By the same token, neither do the florists reporting capital in-
vestments of $5,000 or less a~count for a large portion of the total 
capital invested by all l'ep.,orting florists. 
C 
The shops in lesser populated areas evidently are unable, through 
present merchandising methods to increase their gx:oss :sales above a 
certain point even though they have been in bµsiness for many years. 
. '· 
It, then is evident~ that the average per cap~ta purchases of flowers 
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and related items need to be increased. 
It may be that t he lower volume shops need more special initiative and 
originality in increasing their sales volume through specials and cooper-
ative advertising . It may prove to be practical for the smaller shops to 
cooperate in making wholesale purchases to reduce costs of merchandise 
in order to i ncrease their profits. 
Answers to certain questions varied greatly , even with shops in 
similar gross sales categories. For example, there was a great range of 
net incomes stated for each particular gross sales category, which may mean 
t hat there is a discrepancy in t he florists' definition of net income. 
This, too , may be an indication that florists are either not in communi-
cation with each other, or that they disagree strongly, or they aren't 
actually keeping adequa t e records. 
There appears to be a clo se similarity among the reporting Oklahoma 
florists as to the distribution of sales according to funeral, wedding, 
hospital, and holiday sales when compared to the Texas study (16) . 
Funeral, hospital , holiday, and wedding sales for the Texas florists 
were 49 . 4 , 20 . 2 , 14.0, and 6 . 9 percent respectively, while the florists 
i n this study i ndica t ed 49.5, 18.3, 14.8, and 7.3 percent respectively. 
Present markup percentages for cut flowers and potted plants used 
by some florists may be too low when all packing, shipping, decorating, 
and designing costs are added t o the actual cost of merchandise. A 
300 percent markup on cut f l owers and potted plants was used by a large 
ma jority of Texas florists (16). The average markups used by florists 
in this study, as shown in Table XIV , was 195 percent for cut flowers 
and 180 percent for potted plants . If a slight increase in markup were 
placed on each item sold in the shop it could help increase net income 
without greatly decreasing sales or sharply increasing prices. 
54 
As shown in- 'this study and similar studies in other states, and 
across the nation, funeral work is still the major portion of the retail 
flower business . A strong effort should be made to increase the.!:!.!£. -
and thus the sales - of flowers to people for their homes and places 
of business on a daily basis. The relatively low percent of gross 
sales for all major holidays (14.8) indicates that even more ad-
vertising and promotion needs to be done to stimulate purchases at 
these times even though florists are extremely busy during holidays. 
Perhaps there should be "take home holiday specials" as well as "week-
end specials" of cash and carry potted plants to increase these sales 
and become more competitive with supermarkets and variety stores. It 
would have to be made known to the customer that no delivery would be 
made on specials . Telephone sales account for approximately 60 percent 
of the total business . Some shops will have their greatest traffic into 
the shop during holiday periods, thus making it a desirable time, and 
perhaps the only possible time, to move more cash and carry items. 
Florists must recognize the importance of getting more people into the 
shop. 
The quest i ons of delivery charge limit and delivery distance limits 
appear to reflect disagreement among the responding florists. Forty-
one reported the use of a delivery charge limit, whereas 56 indicated no 
use of a limit. Fifty-eight responding florists showed the use of a 
maximum delivery distance, yet 45 did not. In each instance, however, 
t he florists report i ng t he use of a charge or distance limit were not 
in agreement as to what that limit should be. This situation indicates 
t he need for additional study on the part of researchers and additional 
information on the par t of the florists to determine how the matter of 
delivery should be handled. 
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The amount of money spent and the purpose for which it was spent 
for advertising by florists in the various gross aales categories 
indicates the need for some florists to consider the opportunities for 
additional advertising 9 possibly through more cooperative efforts. 
The fact that over 80 percent of the florists kept their own books, 
while only 2 percent hired full-time accountants also indicates the need 
for additional emphasis on record-keeping. 
There are some areas in which the reporting Oklahoma florists differ 
from other florists in the United States, but in few cases is this differ-
ence large enough to indi~ate that florists in this state fail to fit 
the pattern of florists across the country. 
SUMMARY 
The objectives of the study were to provide an analysis of: (1) a 
broad, general description of the nature of the retail florist industry 
in Oklahoma; (2) a study of business management practices followed by 
Oklahoma retail florists; and (3) special problems of Oklahoma retail 
florists which might be more intensively studied in the future. 
A large number of sources of literature concerning the retail florist 
i ndustry were studied . Studies conducted in Texas (16, 34) and Pennsyl-
·~ ........ ·;.:-._ 
vania (41) , and studies by the Florist Telegraph Delivery Association 
(4 , 9) , and by Krone (25» 26j 27» 28 , & 29) were of particular benefit. 
A mail questionnaire was developed and sent to over 420 retail 
florists in Oklahoma . One-hundr ed questionnaires that could be used 
in the study were re t urned . 
The quest i ons dealt with such areas as population, work week, 
busi ness hours, i ncome , wholesale purchases, gross sales, capital in-
vestment , number of sales personnel employed, wages paid, delivery 
practices» advertising expenses, record keeping, markup, distribution 
of sales as to me thod of purchase» type of purchase, purchases for 
certain occasions» and cash and credit sales. 
· The replies given by the r esponding florists indicated a wide range 
of variation in many of the areas listed above. 
The returns which varied most widely included net income, capital 




A typical or average retail business represented by the florists 
in this study would quite likely possess the following characteristics: 
(1) The florist would receive all, or nearly all of his income 
from the florist business . 
(2) The business would have 3 full-time employees. 
(3) The flower shop would be separate from the home. 
(4) The owner would work approximately 54 hours weekly in the 
business. 
(5) The business would have an annual gross sales volume within 
the range of $20,000 to $30,00o.l/ 
(6) The annual whol esale purchases of the business would be 
between $10,000 and $20,00o.l/ 
(7) No wholesale flowers would be produced. 
(8) The estimated annual net income would range between $5,000 
and $6 , ooo.l/ 
(9) The business would employ less than one full-time designer 
and pay hi m $1.25 per hour. 
(10) The business would employ an average of 0.68 sales persons . 
(11) Markup on cut fl owers would be 195 percent, potted plants 
180 percent, and gifts and pottery 100 percent. 
(12) Fifty- four percent of t he total sales would be cut flowers, 
32 percent would be potted plants, and 14 percent gifts and pottery. 
(13) The owner would hire over 400 hours of labor for such peak 
periods as Easter and Christmas and pay $1.02 per hour for this service. 
(14) Sevent y- five per cent of his business would be on credit. 
1/ Values were given in categories. An averag~ could not be 
obtained, so the medi an was used. 
(15) He would spend $851.18 annually for advertising. 
(16) His shop would be open 55 hours weekly. 
(17) He would keep his own business records . 
(18) He would have been in the business nearly 18 years and have 
$31,127 invested in his business. 
(19) He would find that t he population of his town or city would 
be very important in relation to his gross sales and net income. 
It should be emphasi zed that the above are average or median 
figures and are not entirely indicative of the several large volume 
shops located in the large cities. 
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Some of the problems whi~h would merit future study in detail are: 
(1) Recor d keeping me thods which would be efficient, yet relatively 
simple for a bus inessman doing hi s own record keeping; 
(2) Methods to reduce operating expense, particularly for the 
shops in smaller towns where population seems to place a limit on 
gross sales potential; 
(3) Me t hods of effectively increasing sales for holidays, weddings, 
and frequent use without an undue increase in expenses, such as labor. 
(4) Methods to increase the percent of cash sales and also to 
induce prompt payment of ~redit accounts. 
( 5) Methods of more effective advertising. 
( 6) Methods of determining pr acticable markup for design work 
compared to markup on loose cut flowers. 
(7) Del i ver y ch~rges and expenses. 
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OKLAHOMA STATE UNIVERSITY. • STILLWATER 
Mr . John Doe 
Department of Horticulture 
fRontier 2-6211, Ext. 302 
Doe Floral Company 
Side Street 
Somewhere, Oklahoma 
Dear Mr. Doe: 
January 14, " 1963 
A cooperative effort by the Oklahoma State Florists' Association and Okla-
homa State University is being made to aid the florist industry in Okla-
homa by initiating a business analysis project. 
A starting point is needed and instead of starting with a small group of 
florists in a detailed study as was originally planned, it was felt that 
a broad descriptive picture of the retail florist industry in the state 
should be obtained . 
It is for this reason that we are requesting all florists to cooperate in 
completing the enclosed questionnaire and return it to us as soon as 
possible. 
It is hoped that this initial effort, though modest in scope, will be the 
starting point in achieving much that will help each florist in Oklahoma 
in the more efficient operation of his business. 
Thank you for your cooperation and interest in this worthwhile effort. 
Respectfully yours, 
R.r1. ~ 





"CONFIDENTIAL QUESTIONNAIRE FOR RETAIL FLORISTS" 
1. Is the flower business your sole source of business income? Yes~ 
No __ _ 
a. If not» what percent of your total business income do you 
estimate the floral part represents? %. 
2. How many full-time personnel does your flower business employ? 
3. Is your shop a separate building from your home? Yes No~---
4. How many hours do you estimate your personal work week in the flower 
business to be? -------
5. What do you estimate your gross sales from the flower business in 
1961 to be? 
___________ .Below 10,000 
__________ 10,000 - 20,000 
~----------20,000 - 30,000 
__________ 30, 000 - 40,000 
__________ 40,000 - 50,000 
_____________ 50,000 - 75,000 
________ 75, 000 - 100,000 
_________ Over 100,000 
6. What do you estimate your total wholesale purchases in 1961 to be? 
----~--~·Below 10,000 
~---------10,000 - 20,000 
____________ 20,000 - 30,000 
__,,, ________ .30,000 - 40,000 
_________ 40,000 - 50,000 
__________ 50,000 - 75,000 
__________ Over 75,000 
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7. Do you produce any flowers in a greenhouse to be sold in yqur retail 
flower shop? Yes No ____ _ 
a. If so, what do you estimate the annual value of your wholesale 
greenhouse flower production to be $ ________ _ 
8. What do you estimate your net income from your flower business in 
1961 to be? 
*Do not include interest on investment as an expense item. 
______________ Below 3,000 
______________ 3,000 - 4,000 
______________ 4,000 - 5,000 
5,000 - 6,000 
6,000 - 7,000 
7,000 - 8,000 
8,000 - 9,000 
9,000 - 10,000 
Over 10,000 
9. Do you hire any floral designers? Yes ____ _ No ----- Number hired 
a. If so, what is the wage rate? $ ________ per ( ) hour ( ) day 
( ) week ( ) month. Check~· 
10 . Do you hire any sales people in your flower business? Yes ____ _ 
No ____ _ 
11 . What do you estimate your percent markup to be on : % 
cut flowers, % potted plants, % pottery and 
other gifts? 
*If you buy a pot plant for $1.50 and sell it for $3.00, that is 
100% markup, if sold $4 . 50, that is 200% markup, etc. 
12. What percent of your flower business do you estimate to be~----·· % 
cut flowers, % potted plants, % gifts and pottery? 
13. What percent of your total flower sales do you est.imate to be for: 
_________ % funeral work, % weddings, % hospital, 
_________ % holidays, % others (such as everyday use)? 
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14. What do you estimate your total capital investment in the flower 
business to be? -----
*This includes investment on land, buildings, vehicles, etc . 
15. Do you have a delivery charge limit? Yes No __ _ 
How much? 
a. What do you estimate your average flower delivery charges 
to be? 
b. Do you have a maximum distance for delivery? Yes No __ _ 
How far? 
16. What do you est i mat e your total amount of extra hired help (in 
man hours) used to cover peak flower periods, such as Christmas 
and Easter, to be? 
a. What is the estimate wage rate per hour for this extr! help? 
17. What percent of your flower business do you estimate to be: 
_____ % cash and carry, _____ % personal selection (yet 
customer does not pay cash nor take with him), % 
te lephone , % wire orders, % others (specify) 
_____ ? 
18. What percent of your flower business do you estimate to be: 
% cash, % credit? -----
19. What do you estimate your yearly expense for flower advertising 
to be? $ -----
a . What percent is spent ' for: _____ % newspapers, _____ % 
radio, % direct mail, % TV, _____ % others 
(specify) ? 
20 . What is the total number of hours that your flower shop is open 
each week? Sundays? (a) Regularly (b) Just 
for rush periods and special orders ? 
21 . What method of record keeping do you use? 
a. Keep your own books? Yes __ _ No __ _ 
b. Do you emp l oy a bookkeeper? Yes No __ _ 
c . Do you employ an accountant? Yes No ___ _ 
Full-time----~-- Part-time-----
(Specify% (such as for figuring income taxes). 
22. What is t he "approximate" population of your city or town? ____ _ 
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23. What is the approximate population of your trade area? 
24. How long have you been in the retail florist business?~~~~-
25. Please include any comments or suggestions which you may have. 
IMPORTANT POINTS IQ REMEMBER 
1, You need not sign your name or even your address unless you wish 
to. 
2. All information will be kept strictly confidential even if you do 
sign your name. 
3. We recognize that you are extremely busy, but hope that you will 
take time to fill out this objective questionnaire. 
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4. We will share with you the findings of the study in a compiled form 
in a university publication. Also, a one-day business clinic is 
being planned at which time these findings can also be discussed. 
5. Again we remind you that statistics will not be identified or coded. 
AREAS IN WRICH FLORISTS INDICATED ADVERTISING 
OTHER THAN RADIO, TELEVISION, NEWSPAPER., 
AND DIRECT MAIL . 
Area 
Schools 




Other Clubs & Organizatiofis 
Gifts 






Book to New Mothers 
Trade Magazine ~dvertising 
Window Decorations 
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